This paper reports findings from a study of the changing nature of the narrative contents and production formats of Party Election Broadcasts (PEBs) produced by the Labour, Conservative and Liberal Democratic parties for UK General Elections from 1979 to 2010. This analysis tracked production changes that might signal a movement on the part of the political parties towards using marketing-oriented techniques of the kind found in televised advertising. Although PEBs are not technically classified as advertisements by the broadcasting industry, but rather as programmes, they nevertheless present an opportunity to political parties to promote themselves and their policies. Using content analysis, it was found that PEBs have grown progressively shorter from 1979 to 2010 and become faster paced. They have become more sophisticated as productions with wider use of dramatised documentary formats rather than talking heads, popular music and professional performers.
Introduction
means that political marketing can undermine democratic principles founded on the notion of an informed electorate taking decisions about political candidate support based on the policies that candidates stand for (Mazzoleni and Schulz, 1999; Mayhew, 1997) .
The effectiveness of PEBs is an important matter given that they have consumed increasing shares of campaign funds over successive General Election campaigns (Norris et al., 1999) . The use of glossier formats absorbs significant costs and may also indicate some degree of movement towards a marketing approach in British politics. To be clearer about whether PEBs are really just another form of political advertising, however, we need to examine what changes have occurred internally to these broadcasts.
Political advertising on television in the United States resembles other types of advertising in physical terms. Televised political advertisements are typically around 30 seconds in length and adapt a style and tone that are persuasive in nature. The advertising of politics has been further differentiated in terms of whether it is positive in nature (saying something distinctive about the advertised candidate) versus negative (saying something critical about an opponent) and image-oriented (focusing on the personal qualities of the candidate) versus issue-oriented (emphasising the policies the candidate stands for) (Trent and Friedenberg, 2008) .
This study investigated whether PEBs can legitimately be regarded as programmes any more or whether they have taken on the form of advertisements. This shift, if it has occurred, will be manifest not simply in the length of these broadcasts but also in the kinds of production techniques that characterise them.
Party Election Broadcasting
Political parties and candidates in the United Kingdom are forbidden to buy advertising time on television and radio. Instead, a committee of the political parties and broadcasters allocates airtime for parties to produce their own promotional messages (PEBs) based upon previous electoral support, and the number of candidates standing at the election. Over time conventions have been established such as the maximum number of broadcasts should be five per party, and that the governing party and main opposition party receive the same number of broadcasts (for more on the historical development of the PEB system see Electoral Commission 2003a, and Franklin, 2004) .
These broadcasts have the status of programmes and are bound by broadcasters' codes of practice, for instance in terms of taste and decency, although they are exempt from the Advertising Standards Authority code of practice that applies to commercial advertising, and content is otherwise entirely the responsibility of the political parties.
In the early 1950s, when television news was in its infancy and bound by significant limitations on what could be reported, PEBs were the only television material produced during general election campaigns themselves. Over the years, however, PEBs have gone from being the focal point of elections on television to an ever more marginal feature as news coverage became ever more dominant (Franklin, 2004) . New media too have begun to feature in party election communication activities, though nowhere near as prominently or influentially as in the USA (Electoral Commission, 2003b) , and in the 2010 General Election Britain held its first series of televised debates between the main party leaders which had a major impact on the 2010 campaign (Harrison, 2010) including the PEBs (see below).
Over time PEBs' value has been increasingly brought into question, particularly in terms of whether they would continue to be sufficiently engaging for viewers (Scammell, 1990) , and certainly evidence over time has shown them to be, whilst widely viewed, a consistently unappreciated mode of campaign communication by viewers (Scammell and Langer, 2006 ). An apparent response to this competition for attention with other kinds of campaign communication content, on the one hand, and electorate dissatisfaction on the other, is that PEBs have increasingly taken on the form of advertisements since the early 1980s, for instance having reduced significantly in length, and adopting advertising-like production techniques. For some observers this pattern of change represents part of a wider shift in approaches taken by political parties in promoting themselves to the electorate (Norris et al., 1999) . The use of marketing strategies is an increasingly prominent and central feature of political communications, particularly during election campaigns.
In addition to this observation, however, distinct patterns were identified in respect of the types of productions made by the major political parties. The Conservatives' PEBs in 1992, for example, were judged to be more personality oriented than those of the Labour Party. The Lib Dems were similarly found to rely on political personalities to convey their message. The latter used simpler production techniques than the two larger parties, most likely because of a more limited budget (Scammell and Semetko, 1995) . Some thematic differences were found in relation to the issues that received greatest emphasis on the part of each political party. The Conservatives focused on the economy, Labour on social welfare issues, and the Lib Dems on education. Perhaps the most significant observation made by this study was an apparent "Americanisation" of PEBs that effectively embraced the utilisation of marketingoriented techniques such as focus on personalities, use of emotional appeals, and negative campaigning (Scammell and Semetko, 1995) .
A subsequent study analysed PEBs broadcast during the 1992 and 1997 General Election campaigns. This research again noted an increased use of personalities and negative campaign attacks in these broadcasts. Issues and policies were not discussed in depth. In many ways, PEBs were becoming more like American televised political advertising (Hodess, Tedesco and Kaid, 2000) .
By the 2001 General Election campaign, a further study observed that while the PEBs in that campaign covered key issues, they adopted a more "personal" style of delivery. Just a few privileged issues were covered at all, however, and the three major parties often imitated each other in relation to the issues they debated in their PEBs (Dermody and Scullion, 2002) .
To pin down whether PEBs have become more like advertisements, though, we need to look at more than how long they are. There are specific production techniques that typically characterise commercial advertising and evidence that PEBs have become more like advertisements is likely to be found in relation to the extent to which such techniques have been deployed by the major parties in their own televised election broadcasts.
Methodology
The methodology was originally developed by Juarez (2004) concrete, objectively specifiable and quantitatively measured variables facilitated a concise and systematic investigation of prominent and emerging content and format trends within these broadcasts. The research was underpinned by a need to explore whether marketing-oriented perspectives were present in these broadcasts. The analysis over time enabled that investigation to determine whether political marketing techniques had become more prevalence and more prominent across successive election campaigns. Furthermore, it determined whether any such trends were common to all three political parties or more prominent for one than others (Juarez, 2004 Democrats produced four distinct broadcasts, the Conservative Party produced just three different broadcasts. Two of these broadcasts were televised twice. In 2010, the Conservative and Labour were again allocated five PEBs each, while the Liberal Democrats were allocated four broadcasts.
All the major TV channels (BBC1, BBC2, ITV1, Channel 4, Five) carried these broadcasts, although not always at the same times in the evening on days when PEBs were transmitted. Editorial control of these broadcasts was controlled by the parties themselves, but they were required to observe the terms of Ofcom's Broadcasting Code for television programmes. In 2010, the major parties' PEBs were also sometimes transmitted on different days in England, Scotland and Wales.
Coding and Analysis
Three levels of content analysis are presented: party election broadcast (PEB) level, party leader level, and proposition level.
The PEB level took the broadcast as unit of analysis. Categories of content were informed by previous research (Kaid and Johnston, 2002; Hodess, Tedesco and Kaid, 2000) . Each PEB was coded in terms of audio, visual and verbal structural complexity incorporating measures of camera shot changes, format style (documentary style, video clip, talking head), category of dominant speaker, gender of speaker, use of music, and genre of music used.
The party leader analysis reflected growing interest in the rise of the political personality (Stewart and Clarke, 1992; Swanson and Mancini, 1996) . Party leaders were coded in terms of whether they were seen, heard or seen and heard; whether they addressed the audience directly or were in an on-screen interview or other scenario; formality of dress; nature of camera shot (close-up, long shot); nature of appeal (emotional versus rational); valence of appeal (positive versus negative); and whether music was present or absent during the leader's appearance.
The proposition level of analysis represented a response to rising interest in negative versus positive comparative advertising in politics (Basil, Schooler and Reeves, 1991; Kaid and Johnston, 2002) . Negative attacks in political advertising have been found to mediate the way it affects voters' attitudes towards candidates and the advertising itself (Johnson-Cartee and Copeland, 1991) . This analysis level therefore examined specific propositions contained in PEBs that were self-promotional, attacks against opponents or neutral. The nature of each proposition is also classified in terms of whether it is emotional or rational; the type of emotional strategy used (fear, humour, enthusiasm); the type of rational appeal used (factual, opinion); the presenter of the proposition (professional actor, party member, party leader, member of an interest group, other). 
Findings PEB Level of Analysis
At the PEB level the aim was to provide a general impression of the content and format of these televised political messages in terms of their physical dimensions, production treatments and broad political references. Changes in duration, use of camera shots, nature of speakers (professionals versus party members), and references to minorities, social class and partisanship, use of different production styles and use of music were coded. More detailed analyses of PEB ingredients were provided at the other levels. The key measures reported here were derived from earlier research (see Juarez, 2004) 
Pace of PEBs
The pace of PEBs can be determined by the average number of shot changes that occur within these broadcasts and by the average length in seconds of camera shots. A larger number of shot changes and shorter duration shots signal a faster pace. As Table 2 below shows, post-1990 PEBs contained more camera shot changes on average than did pre-1990 PEBs and average shot lengths (in seconds) has progressively reduced since [ Table 2 
Party Identification References
The extent to which the three main political parties included references within their PEBs designed to reinforce party identity varied. Such references are designed to appeal to members and supporters and can therefore also be labelled 'partisanship' references. 
Party Leader Level of Analysis
The party leader level of analysis focused on the physical presence of party leaders in party election broadcasts. The unit of analysis in this context was any appearance by a party leader, whether shown on camera (speaking or silent) or heard as a voice-over off camera. These appearances were timed and classified in terms of a range of presentational and narrative attributes. These attributes included the degree of visual versus verbal presence of party leader in PEBs, that target of the party leader's message, camera shots used, use of emotional versus rational and positive versus negative appeals, and past and future reference to party's performance.
Earlier published research has indicated that party members have a diminishing presence in party broadcasts as presenters of party statements about performance, policy or intentions (Franklin, 2004; McNair, 2007) . Another feature identified by other researchers in the field has been the deployment by political parties of techniques gleaned from advertising (Scammell, 1999; Kaid & Holtz-Bacha, 1995) .
Party Leader Presence
For many years, the dominance of party leaders in party general electioneering on television was underlined by their visible and verbal presence in PEBs. By the late 1970s, party leaders' voices were always present, and from the 1980s, leaders also became visibly more prominent in these broadcasts (see Table 4 ). This leader prominence has disappeared in the last 10 years, as leaders have been placed more in the background and by 2010 were heard rather than seen, at least in the front of the screen.
[ Table 4 about 
Target of Party Leader's Narrative
At the party leader level, PEBs were assessed in terms of who the leader was speaking to when he (or she) appeared in a broadcast. A broad distinction was made between speaking directly at viewers in the television audience and someone else (possibly within the broadcast itself). Across the 1979 to 2001 general election campaigns, the party leader was judged to be speaking to the viewer in the audience much less often than someone else in the case of Labour PEBs (38% versus 63%) and Conservative PEBs (28% versus 72%), but with direction of speech more evenly divided for Liberal Democrat broadcasts (44% versus 41%, with other instances being difficult to judge).
On occasions when the party leader was speaking in PEBs in the 2005 campaign, the Labour and Conservative PEBs displayed mirror opposite patterns, while the Liberal Democrats addressed viewers at home and someone else fairly evenly (47% versus 53%). With Labour PEBs, the great majority of cases when the party leader spoke (89%), he addressed someone else rather than the viewers, while in Conservative PEBs, the party leader addressed viewers directly in most instances (71%).
There was a greater tendency for party leaders to speak directly to viewers in 2010 than had been the case in 2005. This represented a return to a preferred style in 2001, which at the time represented a dramatic shift of perspective from the three previous election campaigns. The Liberal Democrats' leader was much the most likely to speak directly to viewers (91% of appearances), with the Conservatives leader (33%) much less likely to do so. Labour's leader did not speak at all in any of his party's PEBs.
One interesting feature about 2010 is how the original plans of the Conservative Party for their PEBs changed at the last minute due to the impact of the televised debates. Initially the plan for their PEBs had been to use at least some of them to attack their opponents, particularly Labour leader Gordon Brown. The success of Liberal Democrat Leader Nick Clegg in the first TV debate, and the ensuing significant increase in news media attention paid to his party, forced a last minute rethink, with one of the later Conservative PEBs given over to a hastily edited together piece all about Cameron, with lots of footage and audio from campaign speeches made by him, designed to try and counter the perceived threat of Nick Clegg (Harrison, 2010, p. 276) . This late change also indicates how PEBs, far from being a highly formulaic, pre-planned and rather archaic form of parties' electoral communication output, are seen as a significant part of parties' dynamic pro-active marketing strategies during election campaigns.
Nature and Valence of Appeals Made by Party Leader
Political party leaders' appeals to the electorate were differentiated in terms of whether they were 'emotional' or 'rational' and positive or negative in nature.
Nature of Appeals. Party comparisons for 2005 revealed that Labour relied
entirely on rational appeals by the party leader in its PEBs, the Conservatives depended more on emotional appeals (76% of appeals in PEBs), and the Liberal Democrats used both types of appeal fairly evenly (emotional -47%; rational -53%). This pattern revealed a dramatic shift of emphasis from emotional to rational appeals for Labour PEBs (1979 PEBs ( -2001 Table 5 ). Given the relatively small number of PEBs, unlike systems like the USA where broadcast political advertising is allowed generating lots of ads, making comparisons concerning trends such as increasing negativity is not straightforward, but it is worth noting that an increasing presence of negativity in UK PEBs identified here does parallel research evidence of increasing negativity in political advertising elsewhere in the world (Kaid and Holtz-Bacha, 2006).
[ Table 5 about here]
Proposition Level of Analysis
A further level of analysis examined propositional content of PEBs. In the original research the proposition unit of analysis was defined as "communication content structured in constituent parts comprising of an orientation, target, focus and argument…. A proposition item therefore includes at least two of the following characteristics: (1) a particular presenter, (2) an identifiable orientation (i.e., attack, compare, promote), and (3) an explicit target (i.e., party leader, party)" (Juarez, 2004, p. 214.).
Nature of Proposition
Proposition nature was differentiated in terms of whether it was emotional or rational.
Emotional propositions satisfied empirical criteria derived from audience research literature that indicated the potential of certain types of content to elicit emotional responses in the audience (see Juarez, 2004) . Trends over time by party indicated that the distribution of emotional and rational propositions within PEBs fluctuated from campaign to campaign (see Table 6 ). In 2005, rational propositions were far more prevalent than emotional propositions for all three parties' PEBs. In every case, there In their 2010 PEBs the Conservatives and Liberal Democrats focused on rational propositions and avoided the use of emotional propositional appeals. In contrast, for Labour emotional appeals outweighed rational appeals which showed a reversal of 2005, and a return to the types of appeals used during the early Blair era.
[ Table 6 about here]
Types of Emotional Propositions
Breaking down emotional propositions further, the coding frame examined specific strategies adopted by political parties when addressing viewers via PEBs. Propositions deemed to be emotional on the grounds that they satisfied certain empirical conditions, established through audience research, for evoking emotional reactions in viewers, were differentiated in terms of whether they might invoke fear, humour or some other emotional response. Data over time indicated that the use of statements designed to play on fear or enthusiasm responses were generally more prevalent within PEBs than statements of a humorous nature (see Table 7 ). The use of fear exhibited a steady and [ Table 7 
Orientation of Propositions
This measure examined whether propositions were used to promote party performance, positions and policies, to attack other parties on the same terms or to make comparisons between own party and other parties in these respects. Over time the use of promotional propositions has grown, while use of attack propositions and comparison propositions has declined (see Table 8 ). Only minor fluctuations from these prevailing patterns were observed over the 1979 to 2005 period. Clearly, the three political parties have placed more emphasis on self-promotion in their political broadcasts in recent general election campaigns and have devoted less attention to attacking other parties or making comparisons between themselves and others.
[ Table 8 about here]
It is important to go beyond these general time trends and examine any differences that may exist between parties. As with a number of other content and format variables examined in this research, inter-party differences emerged yet again in relation to use of propositions of different orientation. than the longest commercial advertisements. Of equal significance though is the average length of camera shots (three seconds) which again reflects the style of commercial advertisements and represents a much faster-paced form of presentation. Such rapid shot changes are designed to maintain audience attention and presumes that the average viewer has a short attention span while watching television that continually needs to be re-oriented towards the screen by rapid on-screen changes of scene.
The increased use of professional actors or celebrities in recent election campaigns also signals a need to match the professionalism of television programming and advertising in this respect. Politicians do not always make to best television presenters.
Although leading politicians are increasingly skilled in television interview formats, addressing the audience direct to camera requires a different skill set. This task is often handled better by trained actors.
The more prevalent use of popular music in PEBs also reflects a need to engage with the general audience by using techniques that will attract the attention and interest of the ordinary viewer. It may also represent a tactic designed to appeal to younger people who have generally been perceived to lack any significant interest in politics. In 2010, where emotion was present in PEBs, it was much less likely than in previous years to comprise fear appeals. These PEBs also exhibited a much diminished tendency to use humour, whereas in 2005, humour was used to a greater extent in PEBs than in any other campaign since 1979.
Whether the use of negativity and emotionality enhance the 'entertainment value' of PEBs and also enhance their political impact upon the audience is a debatable point (Scammell and Langer, 2006) . Certainly, it is important to attract and maintain the interest of the audience. In the television environment, PEBs must compete for audience share and attention against other broadcast outputs that also utilise attention-grabbing and emotional eliciting techniques. As with other competing programming and advertising outputs on television, PEBs must know their audience and use the techniques known to be most effective in attracting the interest of those they seek to appeal to or influence.
A primary and traditional function of PEBs has been to reach the electorate on a large scale with informative messages about the political parties that has relevance to aiding decisions about who to vote for. Some observers have noted that PEBs do contain important information in this context (Hodess. Tedesco and Kaid, 2000; Pattie and Johnston, 2002) , and they do continue to reach large audiences-the first Labour PEB of 2010 reached some 9 million people (Harrison, 2010, p. 273) . It has also been recognised, however, that PEBs have an important role in engaging members of the public who display less interest than average in politics and who may also have not made up their minds about which party they wish to vote for. Involved viewers who have made up their minds already are unlikely to be greatly influenced by PEBs (Hodess et al., 2000; Pattie & Johnston, 2002) . To be of interest to the politically alienated and dis-engaged, it may be necessary to beyond straight informational appeals and to utilise techniques designed to make political content a sufficiently attractive package to buy into. The shifts observed in this research in the production treatments used in PEBs reflect these kinds of developments. The techniques being utilised increasingly resemble those adopted by commercial advertisers. In effect, PEBs have, over time, come increasingly to resemble advertisements demonstrating the growing role of political marketing in transforming established, some might say even oldfashioned, channels of election communication into carefully constructed components of sophisticated, dynamic modern election campaigns. 
